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“Channel is king.” Currently, Chinese air conditioner industry is facing a 
crucial competitive environment. The industry manufacture capability is over 
the sales volume, product price is decreased continually and the price war is 
heating rapidly. The fact shows that the success of the company is dependent on 
the competitive advantage of the firm in the channel. Channel restructuring, 
channel flatstructuring, and channel management have been become the best 
practice in the industry. In general, the channel management has become a key 
resource of the competitive advantage.  
Channel includes firms’ good, cash, and information inflows. Commodity 
has to pass the channel, distributors, and retailers, to reach the customers and 
achieves its value. By pass the channel, the manufactures get its operation 
capital, distributor, retailer, and customer get their decisional information. 
Meanwhile, this information also affects customer’s buying decision and helps 
manufactures to adjust its strategy with the change of the environment.  
What is the driving force of the flow of goods, cash, and information in the 
channel? It is the channel management. Channel management includes the 
design and management of the channel policy, the implication of the channel 
management, the support and the control of the channel management. It is 
channel management that decides the fate of the company in the market. This 
thesis focuses on the problems of the channel management among Chinese Air 
Conditioners industry and Yongguang Company. Using the theory of the channel 
management in the marketing theory, the current system of the channel 
management of Yongguang Company is analyzed, and the improving 
suggestions are proposed.  
The thesis is composed by five chapters.  
Chapter 1 is introduction that introduces the study background, the study 
objective, and the study questions. Meanwhile, the research model and 













Chapter 2 introduces the Chinese Air Conditioners industry and Xiamen 
Yongguang Company firstly. Then, the problems of the channel of Chinese Air 
Conditioners and Yongguang Company are analyzed.  
Chapters 3 focus on the theory of channel management. The structure and 
the design model of channel management are discussed. The objectives, contents, 
functions, and processes are presented.   
Chapter 4 analyzes the channel management of the Yongguang Company. 
The problem it faced is discussed and the improving methods are suggested.  
Chapter 5 is the conclusion of the whole study, which including the main 
conclusions of the thesis and the limitations of this study.  
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前  言 
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前  言 
本章首先简要介绍论文研究的背景；其次，介绍论文研究的目的和问
题；再次，阐述论文研究的意义；最后介绍论文结构安排。 
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图 0-1   论文结构安排图 
 
前  言                     论文研究背景、目的及问题，意义， 
                                理论，模型，方法，结构。 
   第一章：中国空调                分析中国空调行业现状，厦门永光 
   行业及永光公司概况                公司情况介绍，永光公司渠道管理 
                现状及存在的问题 
 
                                     分析营销渠道的管理功能及流程， 
第二章：营销                     营销渠道管理结构，营销渠道设计 
渠道管理理论分析                  模型：“用户导向营销系统”模型。 
                                       
 
 
                                      根据营销渠道设计理论，分析厦门 
优  第三章：永光公司 改进             永光公司渠道管理体系存在的问题， 
劣  营销渠道管理分析 措施             并根据理论提出改善的建议与措施。 
  
 
                                      论文研究的结论 






















第一节  中国空调行业概况 
一、市场概况 
2003 年，中国空调业的产能已达到了 6000 万台，超过了全球空调的总






3458 万台，年度总销量为 2971 万台，其中国内销售量为 1836 万台，比 2002
年度的 1690 万台高出了 8.6%（如图 1-1）；销售额为 437.1 亿元，比 2002
年度的 376 亿元高出 16.3%（如图 1-2）。同时，出口销售也了得了较好的
业绩。 





                                                        
① 资料来源：中国营销传播网，张会亭，2003 年 12 月。 
② 资料来源：《空调商情》，2003 年年鉴。冷冻年度是指每年的 8 月或 9 月 1 日至次年的 7 月或 8 月
31 日为空调销售冷冻年度。 






































资料来源：中国营销传播网，张会亭，2003 年 12 月。 
 













资料来源：中国营销传播网[http://www.emkt.com.cn]，张会亭，2003 年 12 月 
 
                                                        





















从图 1-3 即 2003 冷冻年度空调零售产品结构走势图可以看出，2000
年、2001 年度，空调三种机型（窗机、分体挂机和立柜式）的销售结构变









































资料来源：中国营销传播网[http://www.emkt.com.cn]，张会亭，2003 年 12 月。 
 
图 1-3 显示，从 2002 年 9 月至 2003 年 4 月，柜机的销售比例是相对
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